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Loews Corp. sold its most unprofit¬ 
able business—movie theaters—and 
slashed spending in measured media 
advertising fnr its cigaret brands as it 
retied on growth ?ud big returns to 
come from. LoriUard, its cigaret unit, 
and the second most advertised divi¬ 
sion. CNA Financial Corp. 

Lorilhrd, after dropping 4% in sales 
m 1984 from 1983, returned to posi¬ 
tive growth in 1955. The ci&arct divi¬ 
sion has been a steady money maker, 
however. Its net income increased 
13.2% to $137.1 million in 1985 fol- 
lowmg a 15% increase the previous 


in the insurance business to the dra¬ 
matic turnaround in the property and 
casualty marketplace—one beset by 
soaring premiums because oflarge set¬ 
tlements, the increased frequency of 
chi ms and the cost of litigation. CNA 
received nearly $4 million in measured 
media advertising in 19S5, about the 
same as in I9S4. 

Bulova Watch Co. posted net in¬ 
come of SI6.7 million, up from 53.1 
million in 19S4 and a loss in 1983. Bu¬ 
lova introduced Ultime, a line of 14- 
karat gold and full-cut diamond 
watches, in 1985 and expanded its col¬ 
lection of other diamond watches. Bu¬ 
lova spent $608,000 on measured ad¬ 
vertising last year, mostly in maga¬ 
zines. This represents a substantial de¬ 
crease over the previous two years. 

Loews had an aftertax gain of $80.8 
million from the sale ofits motion pic¬ 
ture theater business in July, 1985. 
That accounted for 13.7% of total net 
income. The 226-screen group with 
operations in six states was sold to a 


group headed by A. Jcrrold Pcrenchio, 
producer and former co-owner of Em¬ 
bassy Communications. 

In other developments, Loews in¬ 
creased its holdings in CBS Inc. from 
11% to 24.9%. 
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LOEWS CORP. 

£66 Fifth Av*. 

N*wYork, N.Y. 10103 
(212) MI-6100 
LORI LIARD DIV 
Corporate NivoamI 
J.R. Avc, prestdeat-ceo 

Marketing Poraonnol 
R.H. OroilL sf vp-Mles 


T.H. Mai*. ir vp-adv & brand mjml 
5.R. R»dj*ay. >p-pr 
J.P. Masundrsfe, v;-ules 
L Gorden. vp-trade devd 
G.R. Telford, tro-p brand dir 
E.M. Kieman, sroun brand dir 
J.E. Dajhlbn, groLp brand dir 
W. Sands, media dir 
PA. Lawless, u!» promo dir 
S.T. Jones. mkt| neh dir 
R.D. Hammer, sr brand mgr 
A. Pasheluk, sr brand mjr 
K-P.Curren, brand mgr ' 

MA. Kayla tm. brand mgr 
VJ3. Lindstey, brand mgr 
CD. Ray. brand mgr 
JA. Guardi no, assoc brand mgr 
M. Ucbow, asu brand mgr 

Advertising Aganclaa 

BBDO, New York—Kent Family (Kent, 
Kent IU. Kent Golden Lights): new prods— 
Joe Barrett, vp-sr mgmt rep; Ken Angel, sr 
vp-mgi super; William *Buz" Sawyer, vp- 
aoct super. 

Dancer Fitzgerald Samplc/Dorland, New 
York—True. Triumph, Beech-Nut chewing 
tobacco, new prods—Tom Bohan, mgmi 
dir, Mike Jcaiy, mgmt super. 


MCA Advertising. New York—Newport; 
new prods—Warren Dechter. exec vp; Ed 
Bird, sr vp. 

LOEWS HOTELS 
Corporal* P*r»onn*l 
Robert Hausman. chmn-eto 
Jonathan Tisch. president 
William Maibach. exec vp-domestic opera¬ 
tions 

Marketing Rereonnet 

Philippe Uord. vp-mktg 

Manan Sucooso, dir-xdv A sales promo 

Michelle Oaklan. dir-pr 

Adv*rtlnlng Agencies 
Arias A SarraiUe, Palo Alio, CaL—Ed Sar- 
raille. nartner. 

Cavalier! A Kleier, New York—lan 
Kleicr.acctcxcc 

Warren/Kremer Advertising, New York 
—Christine Marino, acct cite. 

CNA INSURANCE COS. 

Chicago, HL 
Corporal* Personnel 

Edward J. Noha, chmn-cco 

Markotlng Personnel 
Philip L. Engel, vp-mktg 
James G. Pctiorini, nut vp. lifc/healih/pen- 
rions distribution, field operations 
Susan H. Hogan, sr mgr-corp communica- 


year. 

Leri Hard, in the seven media moni¬ 
tored by Leading National Advertisers, 
cut measured media advertising 17.8% 
on its rigaret brands in 1985 and saw 
i»s share of the toul cigcrei market de¬ 
cline siighUy from S.2% to S.1%. The 
company credits the decline largely to 
the increase ir. sales of generic and 
price/value cijarets. markets in which 
Lori Hard has so entries. 

Among full-priced ctgareis, LoriUard 
increased its market share from 8.4% 
to 8.8%. LoriUard contributes 22.4% of 
Loews* total revenue. 

Newport, Lorillard’s leading brand, 
nudged into the top 10 domestic sellers 
of al! cigarets in 1985. edging out 
Lorillard's former flagship brand, 
Kent, for the fart time. Newport’s 
market share for 1985 was 3.4%, an 
11.8» increase over 1984. Newport 
and Philip Morris* Marlboro were the 
only brands to post increases among 
the top 10in 1985. 

Loews spent more to advertise New¬ 
port—531.9 million for the brand line 
—than on any of its other brands or 
uoncigarcl products. Loews has been 
stressing the Newport franchise the 
past few years. It spent $18.9 million, 
for example, on the line in 1984, up 
25% from 1983. according to LNA. 
Newport menthols were backed with 
about $20.5 miUioa in measured ad- j 
verming—more than half of that in [ 
outdoor advertising. ; 

LoriUard rolled out a new brand, 
Tnift Cold, in 1985. in three low-tar, 
nonmenthc! offerings. Dancer Fitz¬ 
gerald Sample, New York, agency for 
the other True products, is handling 
the pew cigarets. The company spent 
more than 56 million to advertise the 
new brand out of a total expenditure of 
$ 11 million for the True line. Spending 
on the line has been declining steadily 
the past three years. True measured 
nvdia in 1925 was 10% off the 1984 
level, which was 15.7% less than in 
19S3. 

Knit spending hit $14.8 million in 
measured media, up from 514.6 mil~ 
hc-n in 1934, but still far below $21.5 
million in 1983. Kent added a Golden 
Lights 100‘s package in 1985. As a re¬ 
sult of Kent’s declining sates, LoriUard 
underwent an agency review for the 
Kent family in 1985, choosing BBDO, 
New York, to replace Foote, Cone &. 
Bctding, New York. 

Loews’ financial arm, CNA Finan¬ 
cial Corp., which made up 71% of 
Loews’ revenue and 46% of its net in¬ 
come in 1985, recorded a 41.5% in¬ 
crease in revenue in the property-casu¬ 
alty division. That increase came on 
the heels of a 17% rise recorded in 
1584. Net income in the unit soared 
219% to $223.5 million. The life insur¬ 
ance sector of the CNA business, how¬ 
ever, experienced a 25% decline in net 
income to 543.3 million. 

The company attributes its growth 


Source: https://www.industrydocuments.ucsf.edu/docs/rzjl0000 













